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ABSTRACT 


Supermarkets now serve as a center for social interaction, entertainment, and dining 
in addition to being a place to buy goods. One important aspect that sets successful 
supermarkets apart from their rivals is the caliber of their customer service. The main 
purpose of the study is to examine the relationship between service quality and customer 
satisfaction in City Mart Supermarket. The quantitative research method was used and 200 
respondents are involved. Survey data are collected by systematic sampling method. The 
data area analyzed by using descriptive statistics for the socio-demographic characteristics 
of the respondents, Service quality, and customer satisfaction. The correlation analysis was 
used to examine the relationship between service quality and customer satisfaction and the 
results revealed that there was a significant positive correlation between customer 
satisfaction and all SERVQUAL dimension. Among the factor measuring service quality, 
the responsiveness showing the strongest correlation, Moreover, the regression analysis 
suggested that there was a strong positive relationship between the independent variables 
(Assurance, Tangible, Responsive, Empathy, and Reliability) and customer satisfaction, 
with Reliability, Responsive, Empathy, and Assurance having moderate to strong positive 
effects. 
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CHAPTER I 
INTRODUCTION 

Supermarkets are an essential part of modern-day living. They are a one-stop-shop 
where customers can purchase their daily necessities and groceries. In recent times, 
supermarkets have evolved to become more than just a place to buy goods; they have 
become a hub for social interaction, entertainment, and even dining. Supermarkets have 
become an integral part of people's daily lives, providing a convenient and efficient way to 
shop for groceries and other household items. 

Customer satisfaction is a measure of how happy or content customers are with a 
product, service, or overall experience provided by a company. It reflects the extent to 
which a company meets or exceeds customer expectations. Moreover, customer 
satisfaction is crucial for businesses because satisfied customers are more likely to become 
repeat customers, refer others to the business, and leave positive reviews or feedback. On 
the other hand, dissatisfied customers may choose to take their business elsewhere and can 
potentially harm a company's reputation through negative word-of-mouth. 

The service provided by a supermarket encompasses various aspects that contribute 
to the overall customer experience. Supermarkets should have friendly, knowledgeable, 
and approachable staff members who are ready to assist customers with their inquiries, 
provide product recommendations, or help with any issues that may arise during the 
shopping process. Adequate staffing levels and efficient checkout processes are essential 
for ensuring a positive customer service experience. 

With the increasing competition in the retail industry, service quality has become a 
critical factor that distinguishes successful supermarkets from their competitors. Providing 
high-quality service to customers is not only crucial for customer satisfaction but also for 
the long-term success and sustainability of supermarkets. In this chapter, rationale of the 
study, research questions, research objectives, method of the study and scope and limitation 
of the study are expressed. 


1.1 Rationale of the Study 
Foreign investors come and invested in early 2013 in Myanmar. They wanted to 
develop Myanmar retail markets. They wanted to compete with local retail business. They 
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tried to get total market share in retailing industry. Although they gota lot of market share, 
most of Myanmar local businesses are still success. Among them, City mart supermarket 
is involved. Myanmar is now changing with many constructive reforms in social, political, 
legal, economic and educational sectors. These reforms can create several opportunities for 
domestic organizations through their extension to international trade market. In this 
situation, Myanmar supermarket industry has become a dynamic service industry subject 
to increasing competition with huge growth potential (Hlaing, 2018). 

Nowadays, people live in Myanmar are very busy with their daily functions. The 
vast majority of them for the most part go through over eight hours per day at work 
environment. Furthermore, they possess to give energy for social hours. Most of the people 
enjoy to buy varieties of products in one place instead of going many places. In this way, 
the market for general store in Myanmar is quickly becoming as per the interest of clients. 
The development of the retail stores has the challenge among retail organizations 
(Hardaker, 2015). 

The retail environment in Myanmar is highly economical. Being retail businesses, 
supermarkets should put the customers on the eye level to get more attention to purchase. 
Marketing concept and philosophy state those organizations should recognize the needs 
and wants of customer and fulfil those needs and wants to create customer satisfaction. 

No one will purchase anymore from the retail stores if the service of that stores are 
bad at all compared with other retail store. In contrast, satisfied customers will visit a 
supermarket again because they satisfy and supermarkets can fulfill their needs and wants. 
Consequently, supermarkets need to satisfy their customers’ needs and wants to retain them 
and obtain their loyalty with high service quality. When perception of customers beats 
expectation, they will become enjoyment customers. Then delight customers may become 
loyal customers. Loyalty may lead to long-term success of that business. Supermarkets, 
which can create customer loyalty, will survive and succeed in the market for long time. 

In Myanmar, there are only a few research concerning with supermarkets. It is very 
important for the retailers or service provider to measure their service quality. Additionally, 
retailers have to know their attitudes, habits, motives, behaviors, satisfaction and loyalty of 
consumers. Especially, it is important to know what factors satisfy customers and what 


factors need to be improved. 
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1.2 Objectives of the Study 
The objectives of the study are: 
a) To overview the socio-demographic characteristics of respondents 
b) To describe service quality and customer satisfaction of City Mart Supermarkets in 
Yangon 
c) To analyze the relationship between service quality and customer satisfaction of 


“City Mart Supermarkets in Yangon. 


1.3 Method of the Study 

Quantitative research was used to conduct the research. Primary data and secondary 
data are used in this study. The required primary data were collected from survey questions 
are distributed to respondents by using systematic sampling method and respondents are 
visitors of City Mart Supermarket in Yankin Township. The respondents were 
systematically chosen by every tenth customers alternatively. Secondary data are received 
from previous research and academic books. Descriptive statistics were used to overview 
the socio-demographic characteristics of the respondents and to describe the service quality 
and customer satisfaction. Correlation and regression analysis were used to analyze the 


relationship between service quality and customer satisfaction. 


1.4 Scope and Limitations of the Study 

This study mainly focuses on customer service of City Mart supermarkets in 
Yangon, Myanmar. The primary data were collected from the customer of City Mart 
supermarkets who visited to Yankin Center City Mart. Therefore, the respondents are the 
customers of City Mart Supermarkets in Yangon, Myanmar. As the limitation of the study, 
the survey results will only cover for the customers who visited to Yankin Center City Mart 


Supermarket. 


1.5 Organization of the Study 
This study consists of five main chapters. Chapter I is the introduction, which 
describes rationale of the study, research objectives, scope, limitation and method of the 


study. Chapter II is about the literature review concerning with the main topics. Chapter IIT 
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gave information about the research methodology applied in this study. Chapter IV 
expressed the main findings and gives results based on that data. Chapter V, the last chapter 
of the study, discussed summary of findings, limitations of the study, implication and 
suggestions for further research. 
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CHAPTER II 
LITERATURE REVIEW 
In this chapter, the development of supermarkets, concept of service quality, 
concept of customer satisfaction, relationship between service quality and customer 


satisfaction and conceptual framework of the study are discussed. 


2.1 Development of Supermarkets in Myanmar 

During the last few years ago, the most modern retail format self-service 
supermarkets and stores are enormously increased. Despite the absence of global and 
regional chains, supermarket development in Myanmar is quite advanced and probably 
ranks second to Vietnam among new ASEAN member countries. Myanmar includes in the 
third wave countries where supermarkets took off in the late 1990s or early 2000s. 
Supermarkets were introduced to Yangon during the 1990s. There are a number of local 
supermarket chains that are slowly spreading to other cities outside of Yangon (Hlaing, 
2018). 

There are so many types of supermarkets in Myanmar but most are available in 
large cities of Myanmar. Prominent chains include the City Mart, Sein Gay Har, Asia Light, 
and Orange. All of them carry local and imported goods mainly from ASEAN countries, 
China and India. 

City Mart is also a well-known supermarket of foreign visitors in Yangon. It was 
started and opened in 1996 and now almost 50 outlets in Yangon, Myanmar. Orange 
Supermarket is another popular supermarket in Yangon and opened in 2005. Sein- Gay- 
Har, Gamone Pwint, Superone and Victoria are the most popular department stores in 
Yangon. Sein-Gay-Har was started in 1990 and totally 4 main outlets. Gamone Pwint, 
Superone and Victoria were also started in 1990 and totally 4 main outlets. In 2006, Ocean 
Supercenter was developed with four main outlets and now they have 8 branches already 
in Yangon. In 2008, another modern retail format, Capital Hypermarket was developed. 
They have already opened four outlets in Yangon. ABC, G&G and City Express are 
another form of retail formats. These all are convenience stores and can found in most of 


crowded area, near bus stop station. 
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In the early years of developing supermarkets, there were a lot of challenges for 
local investors in supply chain, buying power of modern retail stores and support of 
infrastructure. Because of the supply chain inefficient, investors faced difficult to import, 


and inefficiency of distribution. 


2.2 Concept of Service Quality 

Service quality refers to the level of excellence or superiority of a service provided 
by a business or organization. It is a measure of how well a service meets or exceeds 
customer expectations and fulfills their needs. Service quality encompasses various factors 
that customers consider important when evaluating a service, such as the reliability, 
responsiveness, tangibles, assurance, and empathy exhibited by the service provider. 

Service quality is not just limited to the technical performance of the service but 
also includes the customer's perception of the service experience. It involves the entire 
customer journey, from the initial contact with the service provider to the after-sales 
support. Service quality is influenced by factors such as the competence and 
professionalism of the service provider, the speed and accuracy of service delivery, the 
level of personal attention and care provided, and the overall impression created by the 
service encounter. 

Achieving high service quality is crucial for businesses and organizations as it leads 
to customer satisfaction, loyalty, and positive word-of-mouth. It can also differentiate a 
company from its competitors and contribute to long-term success and profitability. 
Organizations that prioritize and consistently deliver high service quality are more likely 
to build strong relationships with their customers and gain a competitive advantage in the 
marketplace. 

Service quality has been a widely studied construct in the field of marketing and 
management. Service quality is the extent to which a service meets or exceeds customers’ 
expectations. A widely used framework called SERVQUAL, which includes five 
dimensions of service quality, measured the service quality: tangibles, reliability, 
responsiveness, assurance, and empathy (Keller, 2016). Tangibles refer to the physical 
facilities, equipment, and appearance of personnel. Reliability refers to the ability to 


perform the promised service dependably and accurately. Responsiveness refers to the 
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willingness to help customers and provide prompt service. Assurance refers to the 
knowledge and courtesy of employees and their ability to convey trust and confidence. 
Empathy refers to the caring, individualized attention the firm provides to its customers. 
In conclusion, service quality is a complex construct that has been studied 
extensively in the literature. The SERVQUAL model is widely used and provides a useful 
framework for understanding the dimensions of service quality. Moreover, there is a large 
body of research that has explored the antecedents and outcomes of service quality, 


including its relationship with customer satisfaction and loyalty. 


2.3 Concept of Customer Satisfaction 

Customer satisfaction refers to the extent to which a customer's expectations and 
needs are met or exceeded by a product, service, or overall experience. It is a measure of 
the customer's subjective evaluation of their interaction with a business or organization. 
Customer satisfaction is influenced by various factors, including the quality, reliability, 
and performance of the product or service, the level of customer service received, the ease 
of doing business, and the overall value provided. When customers are satisfied, they feel 
that their expectations have been met, and they perceive the experience as positive and 
worthwhile. Satisfied customers are more likely to have favorable attitudes and perceptions 
towards the company, leading to increased loyalty and repeat purchases. They are also 
more likely to recommend the business to others, contributing to positive word-of-mouth 
and potential new customers. 

Measuring customer satisfaction can be done through various methods, including 
surveys, feedback forms, online reviews, and customer satisfaction indices. By gathering 
feedback and understanding customer preferences, businesses can identify areas for 
improvement, make necessary adjustments, and enhance the overall customer experience. 

Customer satisfaction is an essential metric for businesses as it directly impacts 
customer retention, brand reputation, and financial performance. It is a key driver of long- 
term success and competitiveness in the market. 

Satisfaction is the consumer’s fulfillment response. It is a judgment that a product 


or service feature, or the product of service itself, provided (or is providing) a pleasurable 
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level of consumption-related fulfillment, including levels of under- or over-fulfillment” 
(Angelova, 2015). 

Customer satisfaction consists of three essential components, “a response 
(emotional or cognitive) pertaining to a particular focus (expectations, product, 
consumption experience, etc.) determined at a particular time (after consumption, after 
choice, based on accumulated experience, etc.)” (Agbor, 2018). 

Customer satisfaction is a critical measure of a firm’s success (Gangineni, 2018). 
This means that customer satisfaction is an important concept of measuring the success of 
a supermarket through the level of satisfaction. Customer satisfaction came to be a key 
element for a service company’s improvements such as long-term profitability, customer 
loyalty and customer retention. For that reason, it is important to inspire service employees 
to deliver high quality service and to show courteous and helpful manner to the customers, 
then the positive word of mouth of satisfied customers will bring new customers to the 
supermarket and create long-term profitability. 

Customer satisfaction is important for service companies because it increases 
profitability, market share, and return on investment and customer loyalty and profit. 
Moreover, satisfaction is important because it is a forerunner to loyalty and loyalty is a 
forerunner to customer retention, which is a key to the financial success of a company. 
Therefore, not only service companies but also production companies of all sizes come to 
realize that it is crucial to focus mainly on fulfilling customers’ needs and wants to satisfy 


their customers. 


2.4 Previous Studies of Service Quality and Customer Satisfaction 

Voon (2011) studied service quality, customer satisfaction, and loyalty in 
supermarkets: evidence from Malaysia. The study utilized a quantitative approach and 
collected data from 332 supermarket customers using a self-administered questionnaire. 
The questionnaire included items related to service quality, customer satisfaction, and 
customer loyalty. The results indicated a positive relationship between service quality, 
customer satisfaction, and customer loyalty. The study also found that responsiveness, 
assurance, and tangibles were the most influential dimensions of service quality affecting 


customer satisfaction in supermarkets. 
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Dutta (2013) studied the relationship between service quality, customer 
satisfaction, and store loyalty within the retail department store context. Based on the 
results revealed that service quality influences relative attitude and satisfaction with 
department stores. The results from correlation analysis revealed that there is a relationship 
between customer satisfaction and service quality. 

Kim (2013) studies the impact of the service quality of a university-based 
convenience store on consumer satisfaction, service value, and customer loyalty. This 
results found that service quality has significant impact on customer satisfaction by 
measuring correlation analysis. 

Dave (2015) studied the relationship between service quality and customer 
satisfaction by quantitative approach and found that there are relationships between them 
Moreover, (Dave, 2015) suggested that service providers clearly need to decide whether 
their objective is to deliver the maximum level of perceived service quality or whether they 
wish to have consumers who are satisfied with their performance. 

Santhi (2018) studied on customer satisfaction towards the service quality of 
Supermarkets. This study employed a survey method to collect data from 250 supermarket 
customers. The researchers used a structured questionnaire to assess customer satisfaction 
with various dimensions of service quality, including reliability, responsiveness, assurance, 
empathy, tangibles, and convenience. The study found that all dimensions of service 
quality significantly influenced customer satisfaction. Reliability, responsiveness, and 
convenience were identified as the most critical factors affecting customer satisfaction in 
the context of supermarkets. 

Berisha-Shaqiri and Hajrullahu (2019) studied customer satisfaction and soyalty in 
Supermarkets in Kosovo. The study employed a survey method and collected data from 
387 supermarket customers using a structured questionnaire. The questionnaire measured 
customer satisfaction and loyalty, considering factors such as store atmosphere, service 
quality, product quality, and price. The study revealed that service quality had a significant 
positive impact on customer satisfaction and loyalty. Additionally, store atmosphere and 
product quality were identified as important factors influencing customer satisfaction in 


supermarkets, 
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Chin (2022) studied the effect of service quality and customer satisfaction on 
customer loyalty of Starbucks in Malaysia by collecting the survey data from 100 
customers and analyzed the relationship between service quality and customer satisfaction. 
This study was analyzed correlation and regression analysis and found that there was 
positive relationship between service quality and customer satisfaction. This study 
suggested that practical actions which aim to improve service quality, which may increase 
customer satisfaction. Moreover, it may retain and create customer loyalty in the fast-food 
industry. 


2.5 Conceptual Framework of the Study 

The conceptual framework of the study is to study the relationship between service 
quality of City Mart Supermarket and customer satisfaction. Based on the various theories 
and concepts found in contemporary literature, the conceptual framework of the study is 
developed and shown in Figure (2.1). 


SERVQUAL Dimension 


Independent variables 


Figure (2.1) Conceptual framework for customer satisfaction with SERVQUAL 
model (Rehaman.B, 2018) 
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According to the Figure (2.1), two main variables are presented. They are service 
quality and customer satisfaction. In this study, among independent variables, the tangible 
factor includes nine items, reliability factor includes nine items, responsive factor includes 
nine items, assurance factor includes ten items, empathy factor includes eight items. 


Among dependent variables, customer satisfaction factor includes ten items. 
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CHAPTER III 
RESEARCH METHODOLOGY 
. In this chapter, profile of the study area, survey design, and regression 


analysis are discussed. 


3.1 Profile of the Study Area (City Mart Supermarket) 

City Mart Supermarkets was established in 1996 in Yangon, Myanmar. City Mart 
supermarket has firmly established itself amongst urban households who appreciate quality 
food and lifestyle. In 2011, they opened marketplace by City Mart, their flagship store at 
Golden Valley shopping center. City Mart Supermarket is determined to be the market 
leader in food retailing. They are committed to delivering quality, freshness, value for 
money, a comprehensive product range, superior customer services and a pleasant 
shopping environment for all customers. At their supermarkets, they offer a wide range of 
fresh food and grocery to better serve their customers’ daily lifestyle needs. They aim to 


be recognized as “ Favorite Market” eventually in the urban community. 


3.1.1 Services Offering at City Mart Supermarket 


The following services are available in City Mart Supermarkets. 


a) City Mart gift vouchers that are selling in all outlet stores 

b) Promotional gifts 

c) Lucky draw coupons and premiums gift selling 

d) Packing services for every items for customers who has purchased at City 
Mart 

e) Delivery services (only for selected locations ) for items that customers has 


purchased at City Mart 


3.1.2 Products Available at City Mart Supermarket 

A wide variety of products are available at City Mart Supermarkets. They are 
a lot of fruits, meat and fish, fresh products, beauty products, home care, dry foods 
and snacks, stationery and sanitary items. They are constantly extending their product 


range to fulfill the customers increasing demands who are loyal and becoming more 
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and more sophisticated and lifestyle-oriented. Layout styles usually change according 
to the seasonal events. They usually think about the customers demand and needs. 
They provide a lot of products category in one place. Most of the supermarkets didn’t 
open at night. But among their supermarkets with the name of Marketplace that can 
offer all kind of products except beverage 24/7. In that market place, all the customers 


can buy clothes and shoes. A lot of sea food are attracting to the foreign customers. 


3.1.3 Reward Payment 

One of the retaining customer loyalties is reward payment for repeated 
purchasers. In the City Mart Holding Company’s, they have such kind of program 
called City rewards which is accepted in all of their outlet stores such as City Mart, 
Marketplace , City express convenience store and city Mall Online and participating 
merchants. City Rewards can be used to in purchasing everything and can keep for 
one year. If customers didn’t use within one year, all the rewards points will be 
expired. Occasionally, there are some kinds of seasonal program such as giving lucky 
draw coupons for more than 30000 MMK purchasers within a day. This is especially 


occurring in peak season such as October, November and December. 


3.2 Survey Design 


3.2.1 Data Collection 

This study was target on customer of City Mart Supermarkets in Yangon, Myanmar 
Therefore the target population are the customers of City Mart Supermarkets. The research 
was conducted in April 1* 2023 and it took two weeks to collect the survey data. 
Questionnaires was distributed to 200 respondents via google form. Secondary data were 


gathered from past journals and published articles, and web pages (Google search). 


3.2.2 Sample Size Determination 

Sample size for unlimited population was calculated as the following equation 
(Cochran, 1963). Based on the following calculation, sample size needed to conduct is 196 
respondents and the survey questions are distributed by systematic sampling method via 


google form to 200 respondents. 
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naz ta-d 


E2 
_ (1,96)? «0.5 «0.5 
n= one 
n = 196 (Sample size needed) 
Where 


nis the sample size 
zis the 1.96 for 5% significant level 
p is the sample proportion 


E is the margin of error (confidence interval) 


3.3 Pearson’s Product Moment Correlation Coefficient 

The Pearson’s correlation coefficient tells us two aspects of the relationship between two 
variables. The sign (- or +) for 7 identifies the kind of relationship between the two quantitative 
variables, and the magnitude ofr describes the strength of relationship. 


The mathematical formula for the Pearson’s correlation coefficient r is as follows. 


nEXY,-EX,EY, 


ja 
Jezz -ex y par -Ery 


where r= correlation coefficient 


n= number of observations 
Zxy = sum of the product of xand y 
Ex? = sum of squares of values of variable x 
(2x)?* square of the sum of all the values of variable x 

The magnitude of the correlation lies between -1 and | this means that -1 <r< 1. 

The value of correlation coefficient thatis close to -1 indicates that the two variables have 
a strong negative relationship. Negative relationship means that an increase in one variable 
causes another variable to decrease, and vice versa. On the other hand, a value that is close to 1 
indicates that the two variables have a strong positive relationship. Positive relationship means 


that an increase in one variable will cause the other variable to increase, and vice versa. 
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3.4 


Multiple Linear Regression Model 


Linear regression attempts to model the relationship between two variables by 


fitting a linear equation to observe data. One variable is considered to be an explanatory 


variable, and the other is considered to be dependent variable. Before attempting to fit a 


linear model to observe data, a model should first determine whether or not there is a 


relationship between the variables of interest. The equation can be interpreted as prediction 


equation if the independent variable precedes the dependent variable. Multiple regression 


models take the following form; 


Yi =BotBrXaitBe Xait--- +B Mate 151, 2.... 0 


where; 

Yi = value of the dependent variable in the i" trial 

Bo = constant in the regression equation 

Bos--Bk = regression coefficients associated with each of the Xk independent 
variable 

Xij = value of the j" independent variable in the i" trail 

ej = the random error in the i" trail or observation 

3.4.1 Assumptions of the Multiple Linear Regression Model 


The following are the assumptions of multiple regression models 


- Multiple linear regression needs the relationship between the dependent variable 


and independent variables to be linear. It is also important to check outliers since 
multiple linear regression is sensitive to outlier effects. 

The multiple linear regression analysis requires that the error between observed and 
predicted values (i.e., the residuals of the regression) should be normally 
distributed. 
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= 


3. The error of the mean is uncorrelated; that is that the standard mean error of the 
dependent variable is independent from the independent variables. 

4. The multiple linear regression analysis makes homoscedasticity 

5. There is no multicollinearity. That is, there is no linear relationship among the 


independent variables. 


3.4.2 Test for Significance of Overall Multiple Regression Model 
The F test is used to determine whether there exists a significant relationship 
between the dependent variable and the entire set of independent variables in the model. 
The ANOVA procedure tests the null hypothesis that all the B values are zero against the 
alternative that at least one B is not zero. 
Ho: = Bi= B2= f=. Bk=0 
Ha: At least one f isn’t zero. 


Table (3.1) provides the format for an ANOV table for multiple regression. 


Table (3.1) ANOVA Table 
Ea Sum of Degree of Mean 7 
Source of Variation Squares | Freedom(df) Square F- value 

Between samples SSR K SSR F= MSR 
(treatment) k ~ MSE 
Within samples SSE nkl SSE 

(error) SEke 

Total variation ssT | l 


If the null is not rejected, then there is no linear relationship between Y-variable 
and any of the independent variables. On the other hands, if the null is rejected then at least 


one independent variable is linearly related to Y. 
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Testing Individual Partial Regression Coefficients 


The next logical step is to test each coefficient individually to determine which on (or 


ones) is significant. 


H: = Bi=0. 
H: — Bi#0 
The t-test statistic is 
_bi-0 
Sot 


where biis the individual coefficient being tested 
Spi is the standard error of bi 
If P-value is less than the significant level, null hypothesis is rejected. 


3.4.3 The Coefficient of Multiple Determination (R?) 
The coefficient of determination can be calculated by using the errors sum of 
squares (SSE) and regression sum of square (SSR), and total sum of square (SST). The 


coefficient of multiple determinations is defined as; 


2 SSR _ SSE 
T SSTO «SST. 


The R? measure the variation in Y that is explained by the independent variable X in the 
simple linear regression model. In multiple regression, the coefficient of multiple determination 
represents the proportion of the variation in Y that is explained by the set of independent variables. 
The value of coefficient of multiple determinations will be between zero and one. 

A common practice in multiple regression and correlation analysis to report the 
adjusted coefficient of determination. Symbolized as R °, this statistic adjusts the measure 


of explanatory power for the number of degrees of freedom. 
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CHAPTER IV 
RESULTS AND FINDINGS 
This chapter presents the results of the study based on descriptive statistics, 
Pearson’s Correlation analysis and regression analysis. The first part of the chapter is the 
descriptive statistics. In addition, the study describes the relationship between service 


quality and customer satisfaction in City Mart Supermarket. 


4.1 Socio-demographic Characteristics of Respondents 
In this part, respondents are answered their gender, marital status, age group, 


education level, occupation level and their income. 


Respondents’ gender 
Table (4.1) respondents are answered their gender status. 


Table (4.1) Frequency Distribution of Respondents’ Gender 


Gender Frequency Percent 
Male 111 55.5 
Female 89 44.5 
Total 200 100 


Data Source: Survey Data (April, 2023) 


According to the results show in Table (4.1), the majority of respondents are male 
and the other respondents are female. There are involved 89 female and 111 male 
respondents. Therefore, the male respondents represent 55.5 percent and female 
respondents represent 44.5 percent in this group. 


Respondents’ marital status 
In the Table 4.2, respondents are answered their marital status. 


Table (4.2) Frequency Distribution of Respondents’ Marital Status 


Marital Status 
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Data Source: Survey Data (April, 2023) 


Table (4.2) shows marital status of respondents, Among the respondents express 
54.5% or 109 respondents are single and the rest 45.5% or 91 respondents are married. 


Respondents’ age 
Table 4.3 shows the respondents’ marital status. 


Table (4.3) Frequency Distribution of Respondents’ Age 


Age | Frequency | _ Percent 
35 and below | 197 98.5 

Above 35 3 a] 
Total 200 100.0 | 


Data Source: Survey Data (April, 2023) 


Table (4.3) showed the age distribution of 200 respondents. The majority of the 


respondents fall in the age range of 35 and below, which accounts for 98.5% of the total 
sample. 


Respondents’ Education Level 


Table (4.4) , showed the respondents’ education level. There are three options to 
choose. They are undergraduate , graduate, and Master or PhD level in education. 
Table (4.4) Frequency Distribution of Respondents’ Education Level 


Education level Frequency Percent 
Undergraduate 53 26.5 
Graduate 136 | 68.0 
Master/ PhD 11 s5 
Total 200 100 


Data Source: Survey Data (April, 2023) 


According to the analyzing of respondents data, under graduated level is 53 
respondents or 26.5% of the respondents , graduated level is 136 respondents or 68% of 
the respondents , Master or PhD level is 11 respondents or 5.5% of the respondents. 


Therefore, the majority of the respondents education level is graduate. 
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Respondents’ Occupation 
Table (4.5) , respondents are answered their occupation level. There are three 
options to choose such as government staff, company staff, and own business. 


Table (4.5) Frequency Distribution of Respondents’ Occupation 


Occupation Frequency Percent 
Government staff 21 10.5 
Company staff 21 10.5 
Own business 158 79.0 
Total 200 100 


Data Source: Survey Data (April, 2023) 


According to the survey result show in Table 4.5, the majority of the respondents 


occupation is own business which involved 158 respondents or 79% of the respondents. 


Moreover, 21 respondents or 10.5 % of the respondents are both government staff and 
company staff. 


Respondents’ Income Level 
In monthly income range, researcher divided into 5 groups. They are monthly 
income under 200,000 MMK, monthly income between 200001 -300000MMK, monthly 


income between 300001-400,000MMK, monthly income between 400,001 - 
500,000MMK, and monthly income above 500,001 MMK. 


Table (4.6) Frequency Distribution of Respondents’ Income Level 


Income Level Frequency | _ Percent 
< 200,000 MMK 45 22.5 
200,001 and 300,000 MMK 13 65 
300,001 and 400,000 MMK 46 23.0 
400,001 and 500,000 MMK. 59 29.5 
above 500,001 MMK 37 18.5 
Total 200 100 


Data Source: Survey Data (April, 2023) 
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Among the respondents, 45 respondents or 22.5% of the respondent’s income is < 


200,000 MMK while 13 respondents or 6.5% of the respondent’s income is between 


200,001 and 300,000 MMK. 46 respondents or 23% of the respondents income is between 
300,001 and 400,000 MMK. Moreover, 59 respondents or 29.5% of the respondent’s 
income is between 400,001 and 500,000 MMK. 37 respondents or 18.5% of the 


respondents income is above 500,001 MMK. 


4.2 Descriptive Statistics of Service Quality 


Descriptive Statistics of Tangible Factor 


Table (4.7) presented reflects customers’ perceptions of various tangible factors at 


City Mart Supermarket. 


Table (4.7) Descriptive Statistics of Tangible Factor 


Perception on Tangible Factor of the City Mart Mean | Std. 
Supermarket Deviation 
I am satisfied with the physical facilities at the City Mart 3.49 | 0.618 

| Supermarkets (Eg. air conditioning, lift facility, etc.) 
I am satisfied with the lighting in the City Mart Supermarket. 3.66 | 0.933 
I am satisfied with the available materials such as trolleys and 3.47 | 0.708 
baskets 
I am satisfied with the temperature control inside the City Mart | 3.52 | 0.709 
Supermarket, 

I am satisfied with the cleanness of the City Mart Supermarket. | 3.62 | 0.747 

I am satisfied with the layout of the City Mart Supermarket. 3.90 | 0.902 

I am satisfied with the location strategy of City Mart 3.46 | 0.782 
Supermarket. S| 
I am satisfied with the variety of products available in the City | 3.48 | 0.729 

| Mart Supermarket. 

I am satisfied with the quality of products available at the City | 3.53 | 0.715 
Mart Supermarket. 
Overall 3.57 | 0.76 


On average, customers perceive the physical facilities, lighting, available materials, 


temperature control, cleanliness, layout, location strategy, product variety, and product 
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quality to be moderately satisfactory, with average satisfaction scores ranging from 3.46 to 
3.90. The overall average satisfaction score for all tangible factors combined is 3.57. These 
findings provide an insight into customers’ satisfaction with the tangible aspects of the 
supermarket, suggesting that improvements or maintenance efforts may be needed to 


enhance the overall customer experience, 


Descriptive Statistics of Reliability Factor 

Table (4.8) represents customers’ perceptions regarding the reliability factor of City 
Mart Supermarket. On average, customers perceive the merchandise quality, freshness of 
products, pricing accuracy, safety and hygiene practices, accuracy of nutrient information, 
stock availability, adherence to service promises, introduction of new products, and error- 


free sales transactions to be moderately satisfactory. 


Table (4.8) Descriptive Statistics of Reliability Factor 


Perception on Reliability Factor of the City Mart Mean | Std. 
Supermarket Deviation 
The merchandise of supermarkets are good quality 3.17 | 0.976 


I am satisfied with the freshness of the product sold in the City | 3.28 | 0.560 | 
Mart Supermarket 
I am satisfied with the accuracy of the pricing of the products in | 3.41 | 0.815 
the City Mart Supermarket. a| 
I am satisfied with the safety and hygiene practice in the City 3.51 | 0.626 
Mart Supermarket 
I am satisfied with the accuracy of nutrients information 3.37 | 0.816 

provided for products in the City Mart Supermarket. 
I am satisfied with availability of sufficient stock of products in | 3.26 | 0.680 


the supermarket. 
City Mart supermarkets provide their service as they promise 3.28 | 0.681 
City Mart supermarkets are the pioneers in introducing new 3.41 | 0.815 


oducts s 
Sales transactions in City Mart Supermarkets are error-free. 3.51 | 0.626 
Overall 3.35 | 0.73 


The average satisfaction scores range from 3.17 to 3.51, with standard deviations 
ranging from 0.560 to 0.976. The overall average satisfaction score for all reliability factors 


combined is 3.35, with a standard deviation of 0.73. These findings suggest that there is 
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room for improvement in certain areas of reliability to enhance customer satisfaction and 


ensure consistent and reliable experiences at City Mart Supermarket. 


Descriptive Statistics of Responsiveness Factor 
Table (4.9) reflects customers' perceptions of the responsiveness factor at City Mart 
Supermarket. On average, customers perceive the efficiency of staff in answering 
questions, their patience for customer inquiries, their quickness in providing assistance, 
their willingness to help customers find what they are looking for, their personal attention 
to each customer, their politeness and courtesy, and their ability to offer suggestions or 
alternatives when a product is out of stock to be moderately satisfactory. Additionally, 
customers perceive the speed of checkout and payment, as well as the staff's willingness to 


accommodate special requests, to be moderately satisfactory. 


Table 4.9 Descriptive Statistics of Responsiveness Factor 


Perception on Responsiveness Factor of the City Mart Mean | Std. 
Supermarket Deviation 
City Mart Supermarkets staffs are efficient enough to answer 334 [0.810 

my questions 

City Mart Supermarkets staffs are very patience for customer [3.26 | 0.680 
enquiries. 

City Mart Supermarket's staffs are very quick for questions 3.32 | 0.693 
when we ask for help. 

City Mart Supermarket's staffs are willing to help customerto | 3.19 | 0.948 
find what we are looking for. 


City Mart Supermarket's staffs usually pay personal attention | 3.17 | 0.976 
on each and every customer. 

City Mart Supermarket's staffs are polite and courteous. 
City Mart Supermarket's staffs usually offer suggestions or 
alternatives when a product is out of stock. 

Shopping at the City Mart Supermarket is very quick to check | 3.33. | 0.777 
out and pay for purchases. 
City Mart Supermarkets' staffs are willing to accommodate 3.28 | 0.549 
special requests (e.g., assistance with heavy items, special 
orders). 

Overall 325 [on | 


The average satisfaction scores range from 3.14 to 3.34, with standard deviations 


3.27 | 0.565 
0.991 


ranging from 0.549 to 0.991. The overall average satisfaction score for all responsiveness 


factors combined is 3.25, with a standard deviation of 0.78. These findings suggest that 
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while there is room for improvement in certain areas of responsiveness, the overall 


perception of customer service at City Mart Supermarket is moderately positive. 


Descriptive Statistics of Empathy Factor 

The Table (4.10) represents customers’ perceptions of the empathy factor at City 
Mart Supermarket. On average, customers feel that the supermarket staff care about their 
needs and concerns, are friendly and approachable, are attentive to their needs, understand 
their questions and concems, show empathy towards customers in difficult situations, are 
friendly in connecting with customers, take the time to understand their needs and 


preferences, and make them feel welcomed and valued as customers. 


Table (4.10) Descriptive Statistics of Empathy Factor 


Perception on Empathy Factor of the City Mart Mean Std. 
Supermarket Deviation 
I feel that the City Mart Supermarket staff care about 3.30 0.857 
customer needs and concerns. 

I feel that the City Mart Supermarket staff are friendly and | 3.41 0.737 
approachable. 

I feel that the City Mart Supermarket staff are attentive to “| 3.28 0892 | 
what customer needs, 

I feel that the City Mart Supermarket staff understanding of | 3.20 0.946 
customer questions and concerns. 

I feel that the City Mart Supermarket staff show empathy 3.29 0.606 


towards customers who may be ina difficult situation (e.g., 
dealing with a problem), 


I feel that the City Mart Supermarket staff usually friendly to | 3.40 O80 | 
connect with customers. 

I feel that the City Mart Supermarket staff take the time to | 3.51 0.626 
understand customer needs and preferences. 


I feel that the City Mart Supermarket staff make customer | 3.29 0.798 
feel welcomed and valued as a customer. 
| Overall 3.33 0.78 


The average satisfaction scores range from 3.20 to 3.51, with standard deviations 


ranging from 0.606 to 0.946, The overall average satisfaction score for all empathy factors 


combined is 3.33, with a standard deviation of 0.78. These findings suggest that customers 


24 


Scanned with CamScanner 


generally perceive the staff at City Mart Supermarket to be empathetic and attentive to their 
needs, creating a positive and welcoming environment for customers. 


Descriptive Statistics of Assurance Factor 

The Table (4.11) reflects customers perceptions of the assurance factor at City Mart 
Supermarket. On average, customers have confidence in the quality of products purchased 
from the supermarket, are satisfied with the staff's provision of accurate information about 
products and services, find product labels and signs to be clear and understandable, 
perceive the prices to be fair and reasonable, believe that the supermarket is well prepared 
and safe in handling and storing food products, acknowledge the quality product policy 
and zero complaint policy of City Mart Supermarkets, appreciate the acceptance of most 
ATM or credit cards, and find the working hours convenient. 


Table (4.11) Descriptive Statistics of Assurance Factor 


Perception on Assurance Factor of the City Mart Supermarket | Mean | Std. 
Deviation 


T have confident for the products that purchase from the =| 3.32 | 0.632 
supermarket are of good quality. 

I think I satisfied with the supermarket staff who usually provide | 3.27 | 0.647 
accurate information about products and services. 
I think products labels and signs in the City Mart Supermarkets are | 3.27 eT 
clear and understandable. 

I think the prices in the City Mart Supermarket are fair and 3.29 | 0.990 
reasonable. 
I think the City Mart Supermarket is well prepared and safe in 3.42 | 0.612 


handling and storing food products. 

City mart Supermarkets have a quality product policy. 3.39 | 0.800 

City mart Supermarkets has a zero complaint policy. 3.44 | 0.631 

City Mart Supermarkets accepts most of the ATM or Credit cards. | 3.33 | 0.802 
| Working hours of City Mart Supermarkets are convenient, 3.25 | 0.691 

Overall 3.33 | 0.75 


The average satisfaction scores range from 3.25 to 3.44, with standard deviations 
ranging from 0.612 to 0.990. The overall average satisfaction score for all assurance factors 
combined is 3.33, with a standard deviation of 0.75. These findings indicate that customers 


generally perceive City Mart Supermarket to provide assurance in terms of product quality, 
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accurate information, clear signage, reasonable prices, safety measures, policies, payment 
options, and convenient working hours, contributing to a sense of trust and confidence in 


the supermarket's offerings and services. 


4.3 Descriptive Statistics of Customer Satisfaction 
The Table (4.12) represents a questionnaire measuring customer satisfaction at City 


Mart Supermarket. 


Table (4.12) Descriptive Statistics of Customer Satisfaction 


Questionnaire concerned with Customer Satisfaction Mean |Std. | 
Deviation 

Tam satisfied with overall experience at the City Mart 3.42 0.834 
Supermarket. | 

Tam satisfied with the quality of the products purchased from the | 3.48 0.649 

City Mart Supermarket, = 

T am satisfied with the cleanliness and organization of the City 3.34 0.829 
Mart Supermarket. 

J am satisfied with the selection of products available atthe City | 3.25 0.661 

Mart Supermarket, 


Tam satisfied with the prices of the products at the supermarket. | 3.26 0.626 
I am satisfied with the convenience and accessibility of the City |3.19 | 0.935 


Mart Supermarket location. 
I would like to return to the City Mart Supermarket for my future | 3.15 0.984 
shopping needs. 
| I am satisfied with the customer service provided by City Mart 3.27 0.571 
| Supermarket's staffs. 
| I am satisfied with the overall value that I receive for my money at | 3.16 1,003 
| the City Mart Supermarket. 
I am satisfied to recommend other people to purchase at the City | 3.33 0.783 
Mart Supermarket. 
Overall [3.28 [07 


On average, customers are moderately satisfied with their overall experience at the 
supermarket, the quality of products purchased, the cleanliness and organization of the 
store, the selection of products available, the prices of the products, the convenience and 
accessibility of the supermarket's location, the likelihood of returning for future shopping 


needs, the customer service provided by the staff, the overall value received for money, 
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and the willingness to recommend the supermarket to others. The average satisfaction 
scores range from 3.15 to 3.48, with standard deviations ranging from 0.571 to 1.003. The 
overall average satisfaction score for all questionnaire items combined is 3.28, with a 
standard deviation of 0.79. These findings suggest that there is generally moderate 
satisfaction among customers in various aspects of their shopping experience at City Mart 
Supermarket, but there may be room for improvement in certain areas such as customer 


service and overall value for money. 


4.4 Correlation Analysis between Service Quality and Customer Satisfaction 

The Pearson coefficient described when there is absolutely relationship between the 
service quality and customer satisfaction, ifr is zero. 
Table (4.13) Correlation Coefficient of Service Quality and Customer Satisfaction 


Variables Y(CS) T RE RES E A 
Y 1 
Customer 1; 
Satisfaction (CS) 
X1 635" 1 
(Tangible) 
Reliability (RE) 872" 678° 
Responsive 898" 633" 
S) 
Empathy (Œ) I| 0 T 
Assurance (A) f 841" 666" 782° 1 


**, Correlation is significant at the 0.01 level (2-tailed). 


According to Table (4.13), the customers’ satisfaction and service quality dimension 
such as tangible factor, reliability factor, responsive factor, empathy factor and assurance 
factors are positive relationship and significant at 1% level. Among the service quality 
dimension, responsiveness factor and customer satisfaction was 0.898 which is the positive 
relationship and the highest. 
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4.5 Multiple Regression Analysis of Customer Satisfaction 
According to the Table (4.14), the R? value and adjusted R? are (0.903) and (0.9), 
respectively. The value of adjusted R? (0.9) represents as 90% of the variation in the 


customers’ satisfaction that was explained by the service quality of City Mart Supermarket. 


Table 4.14 Multiple Regression Coefficients 


Variables Coefficient | Std. Error t Sig 
Constant 0.129 0.083 1.554 | 0.122 
Xı (Tangible) -0.08 0.031 -2.56 0.011 
Xo (Reliabiliyy | "°"! 0.054 3758 | 0.000 
X3 (Responsive) 0.514 0.036 14.139 0.000 
KA (Assurance | S 0.046 2a | o 
X5 (Empathy) 0.108 0.046 2353 0.020 | 
R 095 
R? 0.903 
Adjusted R? 0.9 
F 360.426 


*** denoted significant at 1% level. 
Dependent variable (customers’ satisfaction) is constant 


According to above Table (4.16), the estimated multiple regression model is 

Y= 0.129 - 0.08X; + 0.311X2 +0.514X3 + 0.108X4 + 0.108X5 

Se = (0.031) (0.054) (0.036) (0.46) (0.046) 

p value =(0.122) (0.011) (0.00) (0.00) (0.02) 

According to the Table 4.14, the R? value and adjusted R? are (0.903) and (0.9), 
respectively. The value of adjusted R? (0.9) represents as 90% of the variation in the 
customers’ satisfaction that was explained by the service quality of City Mart Supermarket. 

Regarding the result of multiple regression analysis, it is found that the coefficients 
of reliability factor, and responsiveness factor were significant at 1% level. The coefficients 
of reliability and responsiveness, assurance and empathy are (0.311) and (0.514). 


Therefore, an increase in reliability and responsiveness factor will increase in customer 
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satisfaction. It is found that coefficient of tangible, assurance and empathy were significant 
at 5% level and their value were (-0.08), (0.108) and (0.108) respectively, Therefore, an 
increase in tangible factor will decrease in customer satisfaction. In addition, an increase 


in assurance and empathy factors will increase in customer satisfaction. 
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CHAPTER V 
CONCLUSION 

The main purpose of this paper is to study the customer satisfaction on service 
quality of City Mart Supermarkets in Myanmar. Therefore, target population are customers 
of City Mart Supermarkets. This study was done by quantitative research method and 
systematic sampling method was used to collect the survey. While analyzing the data, the 
descriptive statistics, correlation analysis and multiple regression analysis method are used 
to achieve the objectives of the study. 

According to descriptive statistics of respondents socio-demographic 
characteristics, the majority of the respondents are male and most pf the respondents are 
single. The common age group of the respondents are between 26 and 35. Moreover, 
majority of the respondents are graduated, Furthermore, the majority of the respondents 
are self-employed or own their own businesses. In terms of monthly income, majority of 
respondent's income level is between 400,001 MMK and 500,000 MMK. In the analysis 
of descriptive analysis on service quality, customers expressed moderate satisfaction with 
the supermarket across different dimensions. In terms of specific factors, customers 
generally perceived the tangible aspects (physical facilities, lighting, materials) and 
reliability (merchandise quality, freshness, pricing accuracy) favorably. The 
responsiveness factor (staff efficiency, patience, quick assistance) received mixed ratings, 
while the empathy factor (staff care, friendliness, attentiveness) and assurance factor 
(product confidence, accurate information, safety measures) were perceived positively. 

In the analysis of respondent’s satisfaction, customers expressed moderate 
satisfaction with the overall experience, product quality, store cleanliness and organization, 
product selection, pricing, convenience of the location, likelihood of returning for future 
shopping, customer service, value for money, and willingness to recommend the 
supermarket to others, 

Regarding the correlation analysis, all the independent variables (SERVQUAL 
dimension) are a significant positive correlation with customer satisfaction. However, 
responsiveness factor is strongest positive relationship with customer satisfaction among 
other SERVQUAL dimensions, 
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In summary, the regression analysis conducted on the survey data from April 2023 
suggests that there is a strong positive relationship between the independent variables 
(Assurance, Responsive, Empathy, and Reliability) and customer satisfaction. The model 
is a good fit for the data, with an R-squared value of 0.903, indicating that 90.3% of the 
variability in customer satisfaction is explained by the independent variables in the model. 
The regression coefficients show that all independent variables except Tangible have 
positive effects on customer satisfaction, with Reliability, Responsive, Empathy, and 
Assurance having moderate to strong positive effects, However, Voon (2011) results that 
tangible factor is positive effect of customer satisfaction. In the retail store industry, City 
Mart is one of the first mover in the competitive market and got high market share because 
of their location strategy. Therefore, people who didn’t go and purchase in City Mart at 
least one time per week is very rare to see, People live in Myanmar has no more choices 
whether they would like to see good tangible factors of City Mart Supermarkets. 

Overall, these results suggest that the City Mart Supermarkets can improve 
customer satisfaction by focusing on improving Assurance, Tangible, Responsive, 
Empathy, and Reliability. 

Based on the regression analysis conducted, the following recommendations can be 
made: 

i. City Mart Supermarket should focus on improving the reliability, 
responsiveness, empathy, and assurance of their products and services, as 
these factors have a significant positive effect on customer satisfaction. 

ii. Among the tangible factors such as product design and appearance 
companies should still strive to improve the tangible aspects of their 
products and services to ensure that they meet the expectations of their 
customers. 

iii. It is important for City Mart Supermarkets to maintain a balance between 
the various factors that influence customer satisfaction. While it is 
important to focus on the factors that have the greatest impact, neglecting 
other factors could still result in lower levels of customer satisfaction. 

iv. It is also important for City Mart Supermarkets to continue collecting 


customer feedback to monitor their satisfaction levels and to identify areas 
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for improyement. This can be done through surveys, focus groups, and other 
forms of market research. 
Overall, by focusing on improving the factors that influence customer satisfaction, 
City Mart Supermarkets can improve their customer retention rates, increase customer 


loyalty, and ultimately drive business growth. 
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APPENDIX 
QUESTIONNAIRE 
This sampling questionnaire is used to collect primary data for consumer 
satisfaction on Service Quality of City Mart Supermarkets in Yangon. These all data will 


be used only for analyzing and will keep confidentially. 
Part 1-Questions based on Demographic factors 
Please circle numbers in the following questions. 


1. Gender 


Male 1 
Female 2 


2. Marital status 


Single 1 
Married 
Separate, Divorce, Widow 3 


4, Education 


Under Graduated 
Graduated 

Master Degree/ PhD 
Other 


plolro}— 


5. Occupation 


[Government Staff I 
Company Staff 
Own Business 
Dependent 
Other 


ls}olrm|— 
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6. Monthly income 


Under 200,000MMK and 200,000 
MMK 

200,001 MMK -300,000MMK 
300,001 MMK — 400,000MMK 
400,001MMK _500,000MMK 
Above 500,001MMK 


a) A] wo] 


Part B. In this part, the respondents have to answer their respondents by choosing 1, 2, 3, 


s 


4and 5. (1= Strongly disagree, 2= disagree, 3= Neutral, 4= Agree, 5= Strongly agree) 


7. Statement concerned with tangible factor of City Mart Supermarket 


> a] — be 
Perception on Tangible factor of the City Mart | & $| 5) £ | BE 
Supermarket È 2 a E 3 È f 
a A nA 
I am satisfied with the physical facilities at the City 
Mart Supermarkets (Eg. air conditioning, lift 2 415 
facility, etc.) 
I am satisfied with the lighting in the City Mart 
Supermarket. Ya 2 ets 
I am satisfied with the available materials such as 
trolleys and baskets 1 ARALIK 
I am satisfied with the temperature control inside the 
City Mart Supermarket. sae a aa bl 
I am satisfied with the cleanness of the City Mart 
Supermarket. Be aS 
I am satisfied with the layout of the City Mart 
Supermarket. 2 EAK E 
I am satisfied with the location strategy of City Mart 12 
Supermarket. HE | d 
T am satisfied with the variety of products available ila 3 l4 | 5 
in the City Mart Supermarket. IS 
I am satisfied with the quality of products available 1 2ļl3lļ4 | 5 
at the City Mart Supermarket. 
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8. Statement concerned with reliability factor of City Mart Supermarket 


l, erlelal: lee 

Perception on Reliability factor of the City 5 i F E 3 3 F 

Mart Supermarket a 4 alz|* tee 

The merchandise of supermarkets are good 1 2 a [a 5 
ality 

I am satisfied with the freshness of the 1 7 "3 4 5 
roduct sold in the City Mart Supermarket 

I am satisfied with the accuracy of the pricing 1 AEDE 5] 

of the products in the City Mart Supermarket. 

[T am satisfied with the safety and hygiene 1 5 
practice in the City Mart Supermarket J 
Į am satisfied with the accuracy of nutrients 1 5 
information provided for products in the City 
Mart Supermarket. 

| Tam satisfied with availability of sufficient 1 5 


stock of products in the supermarket. 
City Mart supermarkets provide their service 1 ths sw s 
as they promise 


City Mart supermarkets are the pioneers in 1 2 3 4 5 
introducing new products A 

Sales transactions in City Mart Supermarkets 1 2 3 4 5 
are error-free. 


9. Statement concerned with responsiveness factor of City Mart Supermarket 


Perception on Responsiveness factor of the City 
Mart Supermarket 


Strongly 
Agree 
Disagree 
Neutral 
Agree 
Strongly 
Disagree 


City Mart Supermarket's staffs are efficient enough 
to answer my questions L 
City Mart Supermarket's staffs are very patience for 
customer enquiries. 

City Mart Supermarket's staffs are very quick for 
paqusstions when we ask for help. 

City Mart Supermarket's staffs are willing to help 1 2 T s 
customer to find what we are looking for. 
City Mart Supermarket’ staffs usually pay personal | } 2/3 l4 | 5 
attention on each and every customer. 
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City Mart Supermarket's staffs are polite and 
courteous. 

City Mart Supermarket's staffs usually offer 
suggestions or alternatives when a product is out of | 1 2 3 ba $s 
stock. 

Shopping at the City Mart Supermarket is very 
j.guicke to check out and pay for purchases. L 

City Mart Supermarkets' staffs are willing to 

accommodate special requests (e.g., assistance with 1 ZS 14) s 
| heavy items, special orders). 


10. Statement concerned with empathy factor of City Mart Supermarket 


Perception on Empathy factor of the City Mart 
Supermarket 


Strongly 
Agree 
Disagree 
Neutral 
Agree 
Strongly 
Disagree 


I feel that the City Mart Supermarket staff care about 
customer needs and concerns. 
I feel that the City Mart Supermarket staff are 
friendly and approachable? 
I feel that the City Mart Supermarket staff are 
attentive to what customer needs. 
I feel that the City Mart Supermarket staff 1 2 
understanding of customer questions and concerns. 
I feel that the City Mart Supermarket staff show 1 2 
empathy towards customers who may be in a 
difficult situation (e.g., dealing with a problem). 
I feel that the City Mart Supermarket staff usually 1 2 3 J4 
friendly to connect with customers. 
I feel that the City Mart Supermarket staff take the | 1 2 13 i 
|ime to understand customer needs and me 
I feel that the City Mart Supermarket staff make 1 2 B is 1s 
customer feel welcomed and valued as a customer. | | 
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11. Statement concerned with assurance factor of City Mart Supermarket 


Perception on Assurance factor of the City Mart » la Dg 
Supermarket m3] 2] €) 3] BE 
fel |] jÈ so 
£2) 8/3/22] 28 
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Thave confident for the products that purchase from i 


the supermarket are of good quality. il AERE, 5 | 
T think I satisfied with the supermarket staff who 

usually provide accurate information about products | 1 2/314 5 
and services. 

T think products labels and signs in the City Mart F i Siren 3 
Supermarkets are clear and understandable, 

T think the prices in the City Mart Supermarket are iets, ele 


fair and reasonable. 
T think the City Mart Supermarket is well prepared 
and safe in handling and storing food products. 1 


City mart Supermarkets have a quality product i 


licy. r t 
City mart Supermarkets has a zero complaint policy. 


City Mart Supermarkets accepts most of the ATM or 1 


Credit cards. 
Working hours of City Mart Supermarkets are i 


convenient. 


12. Statement concerned with customer satisfaction of City Mart Supermarket 


Questionnaire concerned with Customer 


Satisfaction 2 g s4 3 2 3 
eel | 8) 2] 2& 
ejaj 3] &| os 
B¢| 2/2)</ E2 
a AIZ Ga 

I am satisfied with overall experience at the City 1 3 lala 


Mart Supermarket. 

I am satisfied with the quality of the products 
urchased from the City Mart Supermarket, 

Iam satisfied with the cleanliness and organization 

of the City Mart Supermarket. 

Iam satisfied with the selection of products 

available at the City Mart Supermarket. 

I am satisfied with the prices of the products at the 

supermarket. 

Tam satisfied with the convenience and 1 2/34! 5 

accessibility of the City Mart Supermarket location. | 

I would like to return to the City Mart Supermarket 1 2134 5 

for my future shopping needs. 

Lam satisfied with the customer service provided 1/a2talals 

by City Mart Supermarket’s staffs. 
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Tam satisfied with the overall value that I receive 1 5 | 3 

for my money at the City Mart Supermarket. 4 | 5 

I am satisfied to recommend other people to 1 2 3 | 4 | é 
urchase at the City Mart Supermarket. 


13, Suggestions and feedbacks for City Mart Supermarkets 


Thank you for paying attention, time and your valuable feedback. 
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